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Abstract 
In order to make the quality systems functional and efficient, managers have to deal with orienting the organizational culture 
towards quality. In this context, promoting the quality values through the most efficient sources of information is an instrumental 
challenge. This challenge becomes even more powerful for the higher education institutions which are not functioning by the 
same rules as the economic agents. Therefore, our research purpose was to determine if the sources of information used by the 
members of the academic community may influence the quality values that are promoted and desired in the Romanian public 
universities. In order to achieve our goal, we developed a survey based on questionnaire among the members of the academic 
community from five Romanian public universities (Alexandru Ioan Cuza University of Iasi, Bucharest University of Economic 
Studies, University of Bucharest, Babes-Bolyai University of Cluj-Napoca, West University of Timisoara) and we applied a 
logistic regression analysis. The analysis was conducted on two levels – current and desired situation – and the research sample 
was represented by 1165 persons. The results have showed that using direct observation, university’s brochures and other 
advertising materials have a powerful impact on the quality values currently promoted while these together with other sources of 
information influence the desired quality values. 
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1. Building a quality culture in the public universities 
For the pas centuries, the concept of “culture” has been analyzed either from a sociological perspective or from an 
anthropological one (Cameron, 2008; Kroeber and Kluckhohn, 1952). The first one highlights that culture is a 
characteristic of an organization, an attribute that may be owned, developed and changed. The second one 
emphasizes that culture is the whole organization and not just a part of it; therefore, it cannot be separated or owned 
and its development occurs once the organization develops. None of these is wrong although terms like “national 
culture”, “organizational culture” and “quality culture” are frequently used and are getting us closer to the 
sociological approach.   
Organizational culture usually describes a set of traditions, values, procedures, concepts and attitudes that create 
the organizational framework (McLean and Marshal, 1993). It incorporates the values and principles that are 
generallyj accepted in the organization and govern stakeholders’ behaviour. Besides, it has a powerful impact on the 
organizational effectiveness (Cameron and Freeman, 1991), the success of mergers and acquisitions (Cameron and 
Mora, 2003) and the quality of life in organizations (Quinn and Spreitzer, 1991). 
In the field of quality management, the practitioners have noted the importance of organizational culture in 
sustaining or obstructing the implementation and good functioning of the quality management systems (Juran and 
Gryna, 1980). The presence of a favourable set of organizational values leads to a faster implementation, with lesser 
costs, while the presence of an unfavourable set of values generates opposition, slows-down quality initiatives and 
increases non-quality costs. As a result, the concept of quality culture can be described as a culture that promotes 
those kinds of values that facilitate and support quality initiatives (Adebanjo and Kehoe, 2003). 
For the quality managers, this new concept leads to the necessity of evaluating the organizational culture and 
orienting it toward quality by specific managerial instruments. Cultural change becomes an important challenge in 
the path toward improving quality. This challenge becomes more powerful in the higher education institutions 
although they are not functioning by the same rules as the economic agents. Universities are not focusing on 
augmenting their profitability but on increasing the quality of teaching, learning and research processes (Ehlers, 
2007). They deal mainly with intangible assets and their freedom of action is considerably reduced by the rules and 
procedures established by national institutions. 
So, identifying the organizational values that govern the behaviour of the academic community members is 
critical (Nica et al., 2013) in order to decide if the university has developed a quality culture or not. But the members 
of an organization consolidate their values based on the various sources of information that they use during their 
daily activity. What they see and what they hear influence the way they perceive the organizational culture and also 
the way they act.  
Starting from these assumptions, we positioned ourselves in the context of the Romanian public universities 
(which represent an excellent choice since the quality systems are not mature and the cultural issues related to 
quality are still present) and we wondered if the sources of information used by the members of the academic 
community influence the quality values that are promoted and desired in the Romanian higher education institutions. 
2. Research methodology 
2.1. Research goal and methods 
Our research purpose was to determine if the sources of information used by the members of the academic 
community may influence the quality values that are promoted and desired in the Romanian public universities.  
In order to achieve our goal, we used the case study as a research strategy. We have selected the units of analysis 
based on their prestige, tradition, quality of their educational services and ease access to data. As a result, we chose 
the Alexandru Ioan Cuza University of Iasi (AICU), the Bucharest University of Economic Studies (BUES), the 
University of Bucharest (UB), the Babeú-Bolyai University of Cluj-Napoca (BBU) and the West University of 
Timiúoara (WUT).   
From a methodological point of view, we used an ethical approach and we applied a survey based on 
questionnaire. The survey was developed, from January until March 2012, on a sample of 1165 persons. Sample’s 
distribution based on respondents’ university and status is presented in Figure 1. 











Fig. 1. Sample distribution based on respondents’ university (a) and status (b) 
Only 4.55% of the respondents were from the West University of Timiúoara (WUT) and 3.52% were representing 
the Babeú-Bolyai University of Cluj-Napoca (BBU). The sample is not statistically representative by volume but by 
structure. 46.01% of the respondents were students and 42.83% were professors. 
2.2. Data collection instrument 
Data were collected using the “Organizational Values Inventory” (Nica and Iftimescu, 2004) which aimed to 
evaluate the intensity of 37 potential organizational values. These have been selected after analyzing the results of 
previous studies that had been developed in universities and also in public and private institutions (Nica and 
Iftimescu, 2004; Nica and Neútian, 2008, 2011). 
The first version of the “Organizational Values Inventory” was developed in 2004 (Nica and Iftimescu, 2004) 
and focused on ensuring its compatibility with the one used in the studies developed by the American Association of 
Management (American Management Association, 2002). Based on the gathered results, a new version of the most 
important organizational values was developed. This was validated after analyzing 1330 questionnaires that had 
been completed from January until February 2007 (Nica and Neútian, 2008). 
2.3. Research techniques 
In order to achieve our goal, we used the logistic regression analysis as a research technique. This is able to 
explain the relationship between a dependent (nominal or non-metric) variable and more independent (categorical, 
continuous) variables (Hair et al., 2006; Hosmer and Lemeshow, 2000). Besides, this is more robust that 
multivariate discriminant analysis (Hair et al., 2006). 
The independent variables were represented by the sources of information used by the members of the academic 
community. Therefore, we had seven independent variables, namely: university’s regulations; university’s brochures 
and other advertising materials; meetings and training sessions; university’s website; direct observation; co-workers 
conversations and other sources.  
The dependent variable was a dichotomous one and indicated if the organizational values are oriented towards 
quality or not.  
The respondents had to evaluate 37 organizational values using a five points Likert scale. Their evaluation had 
two coordinates: current and desired situation. First, they had to evaluate the organizational values that are currently 
promoted inside their university and then they had to indicate the organizational values that they would like to be 
promoted in their institution. In each case, the value situated on the first position received 5 points; the one from the 
second position – 4 points; the one from the third position – 3 points; the one from the fourth position – 2 points and 
the one from the fifth position – 1 point. 
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Table 1. The main quality values 
No. Value Source 
1. Accessibility England, 1967; McDonald and Gandz, 1991 
2. Competence Den Hartog, 1999; McDonald and Gandz, 1991; Telford and Masson, 2005 
3. Competition Bird and Waters, 1987; England, 1967 
4. Cooperation McDonald and Gandz, 1991; Reave, 2005 
5. Fairness Bird and Waters, 1987; Reave, 2005 
6. Fellowship McDonald and Gandz, 1991; Waugh, 2001 
7. Focus on results Den Hartog, 1999; Waugh, 2001 
8. Freedom of speaking Waugh, 2001 
9 Quality Den Hartog, 1999; McDonald and Gandz, 1991 
10. Responsibility Bird and Waters, 1987; Waugh, 2001 
 
Then we assumed that that the organizational values are oriented towards quality if at least half of the classical 
quality values (Table 1) were taken into consideration and received at least 3 points each. The list of 10 classical 
quality values was chosen based on their frequency in the articles and studies published in the management field, in 
the last 20 years.   
The independent and dependent variables were in binary form: “1” – represented “the presence of more than 5 
classical quality values” or “the use of the information source”, whereas “0” represented “the absence of more than 
5 classical quality values” or “no use of the information source” in all 1165 cases.  
The analysis was made on both levels – current and desired situation – and techniques like systematization and 
tabling were used. 
3. The relationship between the quality values and the sources of information used in the Romanian public 
universities 
3.1. Main sources of information used by the members of the academic community 
When it comes to gathering information regarding the organizational values that are promoted in the Romanian 
public universities, most members of the academic community declared that they focus on formal, official sources, 
like university’s regulation and website (Figure 2). But these are usually emphasizing the organizational values that 
















Fig. 2. Main sources of information on the organizational values 
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Therefore, a logistic regression analysis was employed to study the relationship between the quality values that 
are promoted and desired in the Romanian public universities and the sources of information that the members of the 
academic community use. The quality values represented the dependent variable while the independent variables 
were the sources of information most commonly used in the academic environment, namely: university’s 
regulations, university’s brochures and other advertising materials, meetings and training sessions, university’s 
website, direct observation, co-workers conversations and other sources. The analysis was made on two levels: 
current stage and desired situation. First, we analyzed if there is a relationship between the quality values that are 
currently promoted in the Romanian public universities and the sources of information used by the members of the 
academic community. Then, we focused on the potential relationship that may exist between the desired quality 
values and the sources of information. The results of our analysis are presented in the following sections. 
3.2. The sources of information and the current quality values  
The model has been tested and, as we can notice from Table 2, is statistically significant (for the Omnibus test, 
Chi-Square for 7 degrees of freedom and a probability of 0.001 was 51.042, greater than Chi-Square theoretical = 
24.321). Therefore, we rejected the null hypothesis according to which there is no relationship between the quality 
values that are promoted in the Romanian public universities and the sources of information that the members of the 
academic community are using. Besides, the non-significant Chi-square of the Hosmer-Lemeshow test proves that 
the data fit the model well. 
     Table 2. Omnibus and Hosmer-Lemeshow Tests of Model Coefficients. Current quality values. 
Statistical Test Chi-square Df. Sig 
Omnibus Test Step 1 Step 51.042 7 0.001 
  Block 51.042 7 0.001 
  Model 51.042 7 0.001 
Hosmer-Lemeshow Test Step 1  2.337 7 0.939 
 
According to data presented in Table 3, the coefficient of determination (Nagelkerke R2) reveals the fact that 
5.70% of the variance in the dependent variable (the orientation of the organizational values towards quality) can be 
explained by the sources of information used by the members of the academic community. 
Table 3. Model Summary. Current quality values. 
Step -2 Log likelihood Cox & Snell R Square Nagelkerke R2 
1 1 556.236a 0.043 0.057 
a. Estimation terminated at iteration number 3 because parameter estimates changed by less than 0.001 
 
In order to determine the contribution that each information source has on the variance of the dependent variable, 
we analyzed the Wald Chi-Square statistic test (Table 4). This reflects the unique contribution of each predictor in 
the context of the other predictors being constant. We have to notice that each predictor meets the conventional 0.05 
standard for statistical significance, except for the university’s regulations, meetings and training sessions, 
university’s website and co-workers conversations. 
Therefore, employing a 0.05 criterion of statistical significance, university’s brochures and other advertising 
materials and direct observation have significant partial effects on the quality values promoted in the Romanian 
public higher education institutions. 
Starting from this, we claim that the academic community members that are using university’s brochures and 
other advertising materials as a main source of information are 1.480 times more likely to value the organizational 
values that are oriented towards quality. So, by using the university’s brochures and other advertising materials as a 
main source of information, there will be an increase in odds of promoting quality values by 1.480 times. 
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Table 4. Independent variables included in the current quality values model 
  B S.E Wald Df. Sig Exp(B) 
Step 1a University’s regulations 0.081 0.139 0.341 1 0.559 1.084 
 University’s brochures and other advertising materials 0.392 0.136 8.264 1 0.004 1.480 
 Meetings and training sessions 0.037 0.130 0.080 1 0.778 1.037 
 University’s website 0.179 0.137 1.714 1 0.190 1.196 
 Direct observation 0.350 0.131 7.125 1 0.008 1.419 
 Co-workers conversations 0.146 0.140 1.085 1 0.298 1.157 
 Other sources 0.298 0.168 3.127 1 0.077 1.347 
 Constant -0.928 0.194 22.937 1 0.000 0.396 
a. Variables entered on step 1: university’s regulations; university’s brochures and other advertising materials; meetings and training 
sessions; university’s website; direct observations; co-workers conversations; other sources. 
 
The members of the academic community that are using direct observation as the main source of information are 
1.419 times more likely to value the organizational values that are oriented towards quality. In other words, by using 
direct observation as a main source of information, there will be an increase in odds of promoting quality values by 
1.419 times. 
3.3. The sources of information and the desired quality values 
Analyzing data presented in Table 5, we observe that there is a significant relationship between the orientation of 
the desired organizational values towards quality and the sources of information that the members of the academic 
community use (for the Omnibus test, Chi-Square for 7 degrees of freedom and a probability of 0.001 was 71.433, 
greater than Chi-Square theoretical = 24.321). 
     Table 5. Omnibus and Hosmer-Lemeshow Tests of Model Coefficients. Desired quality values. 
Statistical Test Chi-square Df. Sig 
Omnibus Test Step 1 Step 71.433 7 0.001 
  Block 71.433 7 0.001 
  Model 71.433 7 0.001 
Hosmer-Lemeshow Test Step 1  9.978 7 0.190 
 
This time, the sources of information used by the members of the academic community can explain 8.30% of the 
variance in the dependent variable (Table 6), with 2.60% more than in the case of the current situation. So, their 
influence is more powerful on the desired level. Depending on the sources of information that a member of the 
academic community uses, he / she may feel the need for a more aggressive promotion of the quality values. 
Table 6. Model Summary. Desired quality values. 
Step -2 Log likelihood Cox & Snell R Square Nagelkerke R2 
1 1 393.957a 0.059 0.083 
a. Estimation terminated at iteration number 3 because parameter estimates changed by less than 0.001 
 
Employing a 0.05 criterion of statistical significance, we notice that university’s regulation, university’s 
brochures and other advertising material, direct observation and other sources of information have a significant 
impact on the desired quality values in the Romanian public higher education institutions (Table 7). 
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Table 7. Independent variables included in the desired quality values model 
  B S.E Wald Df. Sig Exp(B) 
Step 1a University’s regulations 0.311 0.156 3.996 1 0.046 1.365 
 University’s brochures and other advertising materials 0.343 0.150 5.197 1 0.023 1.409 
 Meetings and training sessions 0.203 0.144 1.982 1 0.159 1.225 
 University’s website 0.268 0.153 3.094 1 0.079 1.308 
 Direct observation 0.378 0.146 6.754 1 0.009 1.460 
 Co-workers conversations 0.106 0.154 0.471 1 0.493 1.112 
 Other sources 0.373 0.183 4.153 1 0.042 1.452 
 Constant -1.845 0.214 74.241 1 0.000 0.158 
a. Variables entered on step 1: university’s regulations; university’s brochures and other advertising materials; meetings and training 
sessions; university’s website; direct observations; co-workers conversations; other sources. 
 
As we may remark: 
x by using university’s regulation as a main source of information, there will be an increase in odds of desiring 
the promotion of quality values in the academic environment by 1.365 times; 
x by using university’s brochures and other advertising materials as a main source of information, there will 
be an increase in odds of desiring the promotion of quality values in the Romanian public higher education 
institutions by 1.409 times; 
x by using direct observation as a main source of information, there will be an increase in odds of desiring the 
promotion of quality values in the academic environment by 1.460 times; 
x by using other sources of information, there will be an increase in odds of desiring the promotion of quality 
values in the Romanian public universities by 1.452 times. 
4. Conclusions and further research 
For the quality managers, the organizational culture can be seen as facilitating or obstructing the good 
functioning of the quality management system. In order to produce the necessary cultural change, subtle and delicate 
changes must be made in the set of organizational values. The two levels of culture – the values that lie behind the 
present practices and the values describing the future – are affected differently by these changes. The distance 
between the current level and the desired one is usually described as a cultural tension. 
As this study shows, the sources of information used by the members of the academic community have an impact 
on the acceptance of the quality values. If we consider the current practices, the results have showed that using 
direct observation, university’s brochures and other advertising materials have a powerful impact on the quality 
values currently promoted. If we consider the values describing the desired future, the results have emphasized that 
using university’s regulations, university’s brochures and other advertising materials, direct observation and other 
sources of information influences the desired quality values. 
For the quality managers from higher education institutions, these two findings may be used to accelerate the 
cultural change by focusing the efforts of disseminating good practices through the right informational channels. 
The creation of an evolutionary tension between the desired and the current values is one pillar of the cultural 
change. Consequently, the first step is to change the set of values describing the desired future. After that, subtle 
changes in the current values can be more easily produced, using the appropriate sources of information. 
One of the most important results of the study is that both the current values and the desired ones are influenced 
by direct observation. Thus, the main challenge for the managers is to modify the reality of the organization – 
namely, quality of work space, documents, relations, personal attitude, etc. – in order to transmit codified signals 
about the acceptance and use of the values that they are trying to promote.  
Another important finding is that university’s regulations have a significant impact only on the desired values. 
For managers, this result shows that regulations influence culture on a long term by defining a stable cultural 
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framework which limits the cultural evolution. Therefore, creating regulations must be seen as an important tool for 
building long lasting quality values.   
Further research can be conduct in order to see if in other contexts (e.g. other type of organizations) – the 
acceptance of the quality values can be influenced by the use of similar informational sources. 
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